ISSUED IN THE INTEREST OF FAMOUS PLA 
DECEMBER 1963 EMPLOYEES AND ASSOCIATES COAST-TO-COAST 


FELLOW 
EMPLOYEES 
AND 
ASSOCIATES 


AS THE CHRISTMAS SEASON AGAIN 
APPROACHES, IT IS MY PRIVILEGE ON 
BEHALF OF THE DIRECTORS AND 
OFFICERS OF OUR COMPANY TO 
EXTEND TO EACH OF YOU AND 

| THOSE NEAR AND DEAR TO YOU, 

THE GOOD WISHES OF THE SEASON. 
REGARDLESS OF WHAT OUR INDIVIDUAL 
| RELIGIONS MAY BE, THE CHRISTMAS - | 
| SPIRIT IS ONE THAT BELONGS TO ALL -_ | 
| OF US AND ONE IN WHICH EACH OF US 
| SHARE WITH OTHERS THE SPIRIT 

| OF GOODWILL TO ALL MEN, WHICH 

| WAS GIVEN TO HUMANITY 1963 YEARS : 
\ 


| 
| DEAR 
f 


AGO. IT IS IN THAT SPIRIT THAT WE 

ALSO EXTEND TO EACH OF YOU OUR | 
BEST WISHES FOR HEALTH AND | 
HAPPINESS IN 1964. 


Chrisbnns Padriylad 


One of the Continent’s most famous landmarks and 
tourist attractions, Casa Loma, has been transformed for 
the Christmas season into a ‘‘Christmas Fairyland’ which 
is attracting and delighting children and adults by the 
thousands. 


Occupying a prominent place in the ‘‘Christmas Fairy- 
land’’ is a promotion by Famous Players and the Walt Disney 
organization with an animated display for Famous Players’ 
Yuletide attraction, Disney’s ‘‘Sword In The Stone’. 


It’s an exclusive theatre promotion (the only theatrical 
display to be seen in the fabulous castle). 


No other theatrical promotion in Canada will have been 
seen by so many people. Casa Loma, the castle-on-the-hill 
in the heart of Toronto, opened to the public on November 
16th and will continue to be open until Christmas Day. 


Visitors are so guided that they are routed through 
every room in this famous castle where creations of the toy- 
makers skill are on display in dazzling profusion. 


FAMOUS PLAYERS’ DISPLAY 

The Famous Players - Walt Disney room is decorated 
with huge displays advertising the fact that the ‘‘Sword In 
The Stone”’ will be playing in many Famous Players’ 
theatres at Christmas. In an alcove are giant free-standing 
figures of the characters from the ‘‘Sword In The Stone’’ and 
there is also a miniature Mickey Mouse theatre. To intro- 
duce Disney’s newest masterpiece to the public is an eight- 
minute screen trailer in sound and colour with scenes from 


| 
| 


| 
| 
| 
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the feature and a tag announcing that the ‘‘Sword In The 
Stone’ will be playing Famous Players’ theatres at the 
Christmas season. The trailer is shown at regular intervals 
during the day. 


A man dressed as Merlin the magician, the central figure 
of the Disney film, carrying his magic wand, roams about the 
room and nearby halls to the delight of the children. 


On a grass-covered ‘‘apron’’ in front of the movie screen 
and in other parts of the room are displayed all the Walt 
Disney toys. There’s another display of Disney character 
toys in an adjacent room. 


Credit for the display is shared by Norman Barker of 
Famous Players and Barry Carnon, Walt Disney’s press rep- 
resentative. They spent long hours erecting the display and 
organizing the smooth-running exhibit. To them go full credit 
for one of the most ambitious movie promotions in years. Clem 
Saila, representing the Walt Disney merchandising division, 
provided the Disney toy display. The art work was designed 
by Tom Chatfield of our Publicity Department. 


FABULOUS CASTLE 

Casa Loma, as every native of Toronto knows, is 
Toronto’s own fantastic castle, with 98 rooms, towers, secret 
passage, 25,000 panes of glass, an underground tunnel which 
extends for a city block and mahogany-lined stables under- 
ground. 


Casa Loma was built between 1911 and 1913 by Sir Henry 
Pellatt, a Toronto broker, at a cost in those days of $2,500,000. 
Sir Henry occupied it for ten years until the taxes jumped from 
$400. to $12,000. a year. It was later taken over by the City 
of Toronto until it was leased by the West Toronto Kiwanis 
Club, the present operators who conceived the idea of the 
present toy display, ‘‘Christmas Fairyland’’. 


At a cost of many thousands of dollars, $50,000. of which 
was contributed by a corporation that wishes to remain anony- 
mous, West Toronto Kiwanis Club has transformed Casa Loma. 
Thousands of dollars have been devoted to flood-lighting the 
walls and turrets of the old castle to make it a beacon of 
Christmas hospitality. 


TOY DISPLAY 


Inside the castle, beside the Famous Players’-Disney 
display are 13 rooms filled with toys, models, dolls, 3,000 
model soldiers and miniature robots. The show features 
model railways, tracks where tiny automobiles race around 
a miniature Grand Prix course; mode! buildings, ski runs and 
other attractions. Enthroned under a lavish canopy of red 
and tinsel in the towering main hall of Casa Loma is jolly 
old Santa Claus himself receiving a line-up of starry-eyed 
youngsters. 

On Christmas Day the exhibit will be closed to the public 
and the West Toronto Kiwanis Club will play host to several 
hundred under-privileged children at a Christmas dinner at 
which time they will be presented with some of the toys on 
display. 

“Christmas Fairyland’ is not just a Toronto attraction. 
Daily busloads of youngsters are arriving from all parts of 
Ontario to see the show. 


“Christmas Fairyland’ is open to the public from 10 A.M. 
to 10 P.M. daily and there’s a charge - adult couples pay $1.00 
and students are charged 35¢. Children under 10 years of age, 
accompanied by parents, are admitted free. 

Sponsors of the show anticipated a maximum of 50,000 


visitors during the 6 weeks of the exhibit but attendance 
reached 53,443, in the first 12 days. 


THE FALL OF THE ROMAN EMPIRE 


ELDSALER, CHIEF FILM BOOKER AND BUYER FOR FAMOUS PLAYERS, RECENTLY PAID A VISIT 
io ane TO WITNESS A WORLD PREMIERE SCREENING OF "THE FALL OF THE ROMAN EMPIRE”. 
BEN JOINED A PARTY OF SHOWMEN FROM ALL PARTS OF THE WORLD AND WE ASKED HIM TO 
RECORD HIS IMPRESSIONS OF HIS BRIEF VISIT TO SPAIN WHERE SAMUEL BRONSTON’S PICTURE WAS 
MADE. THE FILM WILL BE SHOWN IN OUR THEATRES, RELEASED BY PARAMOUNT. HERE ARE SOME 
EXCERPTS FROM HIS DIARY. 


‘“Take-off from New York on Wednesday, November 20th promptly at 7 P.M. headed out 
across the Atlantic. It was dark with no sight of anything from an altitude of 30,000 feet. We 
Saw an English movie on the plane featuring Robert Morley. Sound good and story ordinary 
but it was a novelty seen high in the sky with earphones bringing in sound. Slept in fits and 
Starts until 12:30 when lights began to appear on the horizon and before long we came in 
Sight of Lisbon. Incredible to cross the ocean in about six hours. Stopped at Lisbon 50 
minutes and saw daybreak. We arrived at Madrid a little after 9 A.M. on Thursday, 


November 21st. Were met at the airport by the Bronston group which in- Our associate, William Lester, 
Cluded personal friends Paul Lazarus, Jr., Vice President and president ef United Amusement 

Company of Montreal and Ben 
Harold Roth, General Sales Manager, who gave us a hearty 


Geldsaler survey one of the 


welcome. Off to the Hilton. Hotel is magnificent, making gigantic sets for “Fall of The 
for gracious living (easy to get used to). 


Roman Empire” in Madrid. 


‘After breakfast we left to visit the sets on which 
“The Fall Of The Roman Empire’’ were photographed. 
Words really are inadequate to express the feelings of 
magnitude which are somewhat overwhelming. Here, 
you could imagine the senators, the Roman populace, 
the great Caesar and all of the characters of those 
early days which were the ‘glory of Rome’. 


ee ne Sale ble 


“It was hard to believe that behind the 
massive columns, the magnificent stairways, 
the tremendous buildings, there was nothing but 
a lath and plaster shell. Even the statuary that 
topped some of the columns and buildings looked 
like bronze, although you knew it was plaster. We 
were conducted around the sets and had everything 
explained to us by the public relations men. It was 
all very impressive and interesting. 


Salad 


“On Friday evening we left the hotel for the 

: screening of ‘The Fall Of The Roman Empire’’ 

‘ which ran for 3 hours and 15 minutes with a 10 
minute intermission. 


l ‘What a picture! It was magnificent in every 
department. The story was enthralling. The love 
interest was charming. The battle scenes great and 
overall there was a feeling that what you were 
seeing was believable. While comparisons are 
sometimes odious yet it was inevitable that as the 
scenes unfolded on the screen ‘‘Ben-Hur’’ and 


‘“Cleopatra’’ were brought to mind. The excitement 
| of the fights in the chariots between Boyd and 
| Plummer almost equalled the chariot race of ‘‘Ben- 
Hur’’. The love interest created by Sophia Loren has 
| a Princess of Romerivalled that of Elizabeth Taylor 
| as the Queen of Egypt. Guinness as the Emperor Marcus 
Aurelius was comparable to Rex Harrison as Julius 
Caesar and our own Christopher Plummer was great 
as the son of Marcus Aurelius. 
‘The picture ended to enthusiastic applause 
but it was all dampened by the sad news of the 
assassination of President Kennedy. | will never 
forget the electric feeling which communicated it- 
self throughout the audience who had just seen on 
the screen the end of agreat political struggle. 
Men wept - women sobbed and the rest of the 
evening was as sober an event as it might have 
been one of pleasant enjoyment.” 


Ben does a little selling on Charles Boasberg, Presi- 
dent and General Sales Manager for Paramount 
Pictures Distributing Corporation. 


- EIDOPHOR IN THEATRES 


AN EXPERIMENT WHICH IS BRINGING CLOSED-CIRCUIT TELEVISION INTO 

THEATRES IS BEING CONDUCTED FOR THE FIRST TIME ON THIS CONTINENT BY 

FAMOUS PLAYERS AND IS BEING WATCHED BY THEATREMEN EVERYWHERE. 

THROUGH THE EIDOPHOR SYSTEM WHICH HAS BEEN DEVELOPED BY THE WORLD- 

FAMOUS PHILIPS COMPANY OF HOLLAND TELEVISION PROGRAMS CAN BE 

PROJECTED ON A THEATRE SCREEN. 

WE HAVE ASKED MORT MARGOLIUS, A TORONTO DISTRICT MANAGER AND 
CO-ORDINATOR OF THE EIDOPHOR NETWORK, TO DESCRIBE FOR THE INFOR- 

MATION OF FAMOUS PLAYERS’ MANAGERS EVERYWHERE THE EIDOPHOR 
OPERATION. 


AAPL Lae 


The vision of our President, R. W. Bolstad, has spurred our Company to a World-Wide FIRST, in 
a new business, which is bein heralded, as the most important forward-step in the theatre business 
since the introduction of sound in the late '20’s. In a gal 1962, a new system of theatre pro- 
jection was introduced to the commercial market called EIDOPHOR. Here in Toronto, Maple Leaf 
Gardens presented the Paterson-Liston heavyweight fight to an almost capacity audience. Shortly 
thereafter with the beginning of the hockey season, our Company selected the College theatre in 
Toronto, which is located in a depressed suburban area, for an interesting experiment, Since this 
theatre possesses no parking facilities, and is situated in an almost completely Ethnic popula- 
tion area, it was felt that the EIDOPHOR installation would be put to the hardest possible test. 


ee ap Anal ith Maple Leaf Gardens, t t the 35 

rrangements were made with Maple Leaf Gardens, to present the 35 away- 
from-home hockey games played by the Toronto Maple Leafs. The results in fase cron perine of iost acon nacht ee 
the College theatre were almost serge audiences for every game. The vast 


majority of the patrons came from the immediate vicinity, and this aroused ON THE GIANT SCREENS OF THEATRES! 


the hope, that a similar pattern could be developed, if the EIDOPHOR equip- 


ment were to be installed in other suburban theatres. MAPLE L 
ree: the 1962-1963 hockey season, an attempt was made to develop cn EAF 


additional types of programming. Three boxing events were scheduled, and N.H.L. HOCKEY 


these were greeted with a healthy public response. Another interesting evERY THmuLin 
experiment was conducted with the Toronto ve Leaf hockey club. GAMES gis cas to 8 
In Toronto, the home games of the Leafs were broadcast on TV begin- 


| ning at 9 p.m. The ee themselves actually commence at 8 p.m. The BE A SUBSCRIBER... 3 CONVENIENT PLANS 
idea behind the College theatre test was to see whether patrons could be Save mony "> Youeet mee Sonor Base 
induced to purchase tickets for these particular home games. Since all the SeAiron every cane ME OF ISAM 
i patron would gain, would be the hour of hockey between 8 and 9 p.m. that ee ne, an) Sein 


was not alrea ! available on home TV, it was felt that this was a positive Svan can a 
measuring stick of patron enthusiasm for hockey. A test of four such games mba scambecnieg 
were arranged, and the results were surprisingly good. 
NETWORK ESTABLISHED 

_ After a second test at Maple Leaf Gardens this summer, with the second Patterson- 
Liston heavyweight fight, our Company decided to expand the EIDOPHOR experiment. A training 
school was set-up for projectionists to learn the intricate apparatus, and other training schools 
were developed for managers, treasurers and other theatre pene A network of nine EIDOPHOR 
emp ed theatres was established. Six of these are located in Toronto - the Beach, Century, College, 
Glendale, Parkdale and St. Clair. In addition the Strand, Hamilton; Regent, Oshawa and Capitol, St. 
Catharines were elected. The results so far, for the early part of the season, are quite satisfactory. 


___Last month in New York, EIDOPHOR staged a successful demonstration of an equipment projecting 
in colour. Two weeks ago, a rival equipment TALARIA, exhibited their machine in a colour demon- 
stration, which was held on the west coast. en rapidly now, the entire market for IN-THEATRE 
TELEVISION, which in reality is CLOSED-CIRCUIT TELEVISION. is forming. Various companies are 
searching the equipment market, and locations and premises are being researched for potential outlets. 
Over all competitors, our Company has a long lead. Our areas are researched, our source of product 
supply is assured and we have available the only equipment which is on the market at the present 
time and ready to operate. 
FUTURE , 

What of the future? Paramount is now conducting discussions in the United States with 
the National Football League, to show professional football in theatres. It is being con- 
templated that in the next five years, a hundred theatres in Canada, and two hundred 
theatres in the United States will combine to present great Broadway plays and musicals 
simultaneously with their showing in a Broadway theatre. 


Other strategically located theatres of the future will be chosen to become indoor 
Sports arenas and they will be capable of presenting many different types of events. 

At the present time, in addition to hockey and boxing, plans are being developed aimed 
at football and wrestling. 

A motion picture theatre has many advantages over a sports arena, in offering a pros- 
pective patron LIVE-SCREEN sports action. In addition to the superior comforts available 
in a theatre as compared to a sports arena, there are the many forms of service a theatre 
can develop which are unavailable in arenas. 


There is an intimacy that develops in a theatre audience, where EVERY seat in an 
auditorium is a good seat, with a perfect view of every minute of the sports action. 
This atmosphere cannot be duplicated in an arena. It can best be described as audience 
participation. When the hockey Leafs score a goal on the opposition, the resultant 
audience excitement is electrifying and it just this sort of enthusiasm, which makes 
the theatre presentation so crowd-pleasing. 


With theatre seats scaled at a popular level of $1.25 to $2.50, the patron is in- 
duced to return frequently and become a regular hockey fan. All seats are sold ina 
reserved seat basis and as a result the theatre requires an additional box-office, 
to operate the sports business, that is entirely separate from its regular theatre 
ee Some considerable success was achieved in developing season ticket 
plans for hockey game subscribers this year. 


Another important business-building feature has been the telephone reservation 
plan. On busy games nly, bo reservations for tickets are held until an hour before 
game time. For less per ar events, the holding period for these reservations for 
seats is increased until close to the actual time of the game. This courtesy ser- 
vice, which is offered at no extra charge to the patron, is greatly appreciated and 
has been established as a positive business-builder. 
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FOR THE PERIOD ENDING SEPTEMBER 28th, 1963 


oe a Bi icholie: 


We are pleased to enclose herewith cheque in payment of the quarterly dividend of 
25 cents per share on the shares of the Company registered in your name at the close of 


The following is a summary of the operating results for the first nine months of 1963 


as compared to the same period in 1962. 


First Nine Months 
1963 1962 


Earnings from operations after all charges, including depreciation of 


$705,459 in 1963 and $760,095 in 1962 
Dividends from non-consolidated companies 


Earnings Per Share 


Net Profit (before profit on sale of Fixed Assets ) 
Net Profit (including profit on sale of Fixed Assets ) 


business on November 27th, 1963. 
BSP RUL AO. a ier $1,897.500 $1,597,862 
REA es an ORR oa 480,487 446,583 
Re ee Fee Or Securities hi ye ns i lee 9,321 119,402 
Wa I Ae eee Ne” $2,387,308 $2,163,847 | 
mene ee ems gees ee eae 939,800 814,000 
Net Profit (excluding profit realized on sale of Fixed Assets) .......... $1,447,508 $1,349,847 
Prom westized on sale’ of Fixed Assets 00 83,384 872,659 
ee wee nee) a ee eT ath $1,530,892  $2,222506 
FY FSSA RE SI ONE A OD DS es .78 
TGR A eR SO .88 1.28 


As a result of a flow of better box office 
attractions during July and August and gener- 
ally cool weather during those months, our 
theatre receipts were ahead of the same period 
last year, and we realized a fairly substantial 
increase in operating profits. Our results for 
the first eight weeks of the fourth quarter indi- 
cate a continuation of this trend. 


Our affiliated Company, Central Ontario 
Television Limited, has now received the 
formal approval of the Governmental Authori- 
ties concerned to acquire all of the assets and 
undertaking of Radio Station C.K.K.W. in 
Kitchener, Ontario. This station will be oper- 


ated as a separate division of Central Ontario. +] 
This marks your Company’s first investment in 
radio entertainment. 


On October Ist, your Company acquired a 
50% stock interest in Associated Broadcasting 
Corporation Limited, which has a franchise for 
the distribution of Background Music by Muzak 
for all of the Province of Ontario, with the 
exception of the cities of Windsor and Sarnia, 
but including Hull, Quebec and Sault Ste. 
Marie, Michigan. Our Associate in this business 
and the owner of the other 50% of these shares 
is Allan F. Waters, the owner of Radio Station 
C.H.U.M. in Toronto, which is rated as the 


second largest station in the Toronto area. Mr. 
Waters is President and General Manager of 
Associated Broadcasting, and will be in direct 
charge of the day to day operations. Associated 
Broadcasting now has more than 1,000 sub- 
scribers to its Muzak service, and outside of 
New York City operates the largest Muzak 
system in the world. We are confident that 
over the years this investment will prove to be 
a profitable one for your Company. 


Your Company has also recently taken on the 
operation of the Golden Mile Theatre in the 
Golden Mile Shopping Centre in Toronto. This 
theatre gives us excellent representation in one 
of the best shopping and residential areas in 
the city. 

Our various Community Antenna Systems 
continue to develop satisfactorily. We and our 
affiliated Company, United Amusement Corpora- 
tion Limited, Montreal, have recently acquired 
a substantial share interest in Cable T.V. Ltd., 
Montreal, which operates the largest com- 
munity antenna system in Canada. 


We commenced presentation of the Toronto 
Maple Leafs’ Away-From-Home Hockey Games 
on the Eidophor large screen closed circuit 
television system in nine theatres in Toronto, 
Hamilton, St. Catharines and Oshawa on Oct. 
13th. The results to date indicate that there 
will be a considerable variation in receipts from 
game to game, depending on the standing in 
the league of the opposing team, but the aver- 
age is high enough to lead us to believe that 
this new medium of theatre entertainment has 
great promise for theatres and for the owners 
and promoters of sporting events of all kinds. 


We have an exceptionally strong line up of 
feature attractions for our theatres during the 
next three months. 


Mr. Geldsaler, our Chief Film Buyer and 
Booker, was with a large group of exhibitors 
who made a visit to Madrid, Spain, recently 
to attend the screening of Samuel Bronston’s 
THE FALL OF THE ROMAN EMPIRE, 
which stars Sophia Loren, Stephen Boyd, Alec 
Guinness, James Mason and Canada’s Christo- 
pher Plummer. He enthusiastically reports that 
it is a spectacle magnificent in every depart- 
ment. We have booked this Paramount release 
for road-show presentation in the Tivoli 
Theatre, Toronto, to follow THE CARDINAL. 


One of producer Hal Wallis’ most ambitious 
projects is BECKET, bringing together two of 
to-day’s biggest box office names — Richard 
Burton, star of CLEOPATRA and Peter O’Toole 
of LAWRENCE OF ARABIA fame. This 
dramatic production is based upon the highly 
successful Broadway stage play and focuses on 


England’s lusty twelfth century Monarch, Henry 
II and his roistering comrade Becket. This 
picture will open as a special road-show attrac- 
tion in our Eglinton Theatre, Toronto, on March 
18th, 1964. 


From Paramount we will also have WHO’S 
BEEN SLEEPING IN MY BED?, a comedy 
starring Dean Martin, Jill St. John and intro- 
ducing Carol Burnett. Warmly acclaimed at 
previews is ALL THE WAY HOME, with 
Robert Preston, Jean Simmons and Aline 
McMahon. Paramount will also present PARIS 
WHEN IT SIZZLES, with Audrey Hepburn 
and William Holden, and Burt Lancaster and 
Kirk Douglas in SEVEN DAYS IN MAY. 


Warner Brothers offer DEAD RINGER, a 
thriller starring Bette Davis with Karl Malden. 
FOUR FOR TEXAS is a new comedy with 
Frank Sinatra, Dean Martin and Anita Ekberg. 

We have played WHEELER DEALERS 
from Metro-Goldwyn-Mayer in a few places to 
exceptionally good business. It stars James 
Garner and Lee Remick, with a cast of very 
funny comedians. Paul Newman stars in THE 
PRIZE, with Edward G. Robinson. This should 
prove to be a strong attraction. 


At the Christmas season our theatres will 
have Walt Disney’s fantasy THE SWORD IN 
THE STONE. 


Shirley MacLaine, Paul Newman, Robert 
Mitchum, Dean Martin and Gene Kelly form 
the impressive cast of WHAT A WAY TO 
GO! from the Fox Studios, who will also 
release THE MAN IN THE MIDDLE, starring 
Trevor Howard and France Nuyen. 


Columbia will present THE VICTORS, with 
Vincent Edwards, George Peppard and Romney 
Schieder. 


Cary Grant returns in another Universal 
suspense comedy CHARADE, with Audrey 
Hepbum. 


On behalf of your Board of Directors and 
the Executives and Employees of the Company, 
I extend to you our best wishes for a Merry 
Christmas and a Happy New Year. 


Sincerely, 


we 


President and Managing Director 


good FOOD AND Good ENTERTAINMENT Go TOGETHER 


_. how we call him 


909 


~ because he just joves the movies and knows 
good FOOD and ENTERTAINMENT go to- 
gether! _.»90 for all you lovely Steak 1’ purger 
customers he is giving 4 


SPECIAL STEAK W’ BURGER 
FAMOUS PLAYERS DISCOUNT 


couPO each coupon saves you money 
on your theatre ticket! 
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Another promo with the Steak N’Burger restaurant chain has been under way in Toronto since 
late November. 


At the four Steak N’Burger restaurants, strategically located in Toronto, the cashiers hand 
out coupons to each customer paying his bill. The coupon entitles the bearer to a discount of 25¢ 
on an adult admission price in 11 Famous Players’ houses from Monday through Friday. The 
coupons are not accepted in houses with reserved seat presentation and the promotion concludes 
January 31st, 1964. 


Bearing the caption ‘‘with the compliments of Famous Players’ theatres’’ the doormen at the 
11 Famous Players’ theatres involved hand out Special coupons to our in-coming patrons entitling them 
to a S0¢ discount on a $1.99 dinner at a Steak N’Burger restaurant. The discount is good for the holder 
of the coupon and every member of his party. 


Before the promotion is completed in January it is expected that 80,000 of our week-day 
discount coupons will be handed out and 150,000 of the dinner discount coupons will find their 
way into the hands of the public. 


The Publicity Department designed special place mats for the tables of the Steak N’ 
Burger restaurants and 100,000 of these wiil be in use plugging Famous Players’ theatres. 


Steak N’Burger have to date placed two 500 line ads in the Star and Telegram designed by 
the Publicity Department and paid for by Steak N’ Burger. 


Radio time is being purchased by Steak N’Burger over station CKFH in Toronto. 


Each manager and doorman was given a complimentary dinner by Steak N’Burger to acquaint 
them with the restaurants’ service and food: 


Each restaurant has a complete window display which carries the theme, ‘*Cecil B. 
Spudburger is in the movie business now and he just loves the movies - particularly those 
shown in Famous Players’ theatres - and suggests that you plan to see the following 
films soon in Famous Players’ theatres’’. Here is listed current and coming product for 
Toronto. 


All Steak N’Burger restaurants have movie atmosphere on the walls in the form of stills 
from currentand coming pictures. 


The cost of the promotion was for printing the discount tickets for theatres (the 
restaurants paid for the ones advertising a special discount for dinners) and the standees in 
the lobbies and restaurants. 


BERT BROWN 


BILL TRUDELL IVAN ACKERY 


atviendly 
FAMOUS 
PLAYERS 
calule To 
GOLDSTEIN 
WW IL MASTERS 
BOB MYERS 
and their 


‘WINNERS 

FROM 4» 

WARNERS 
SALES DRIVE! 


This is the first issue of the Famous Players publication, 
“WHAT’S NEW?” in some time. 


We hope to continue its regular publication to serve 


as an exchange of ideas between Famous Players’ showmen. 


A publication such as this depends for its success almost 
entirely upon contributions from its readers so we would ask 
you to send in all your publicity stunts and photographs for 
reproduction. 

Please address material to Famous Players’ Publicity 
Department, 130 Bloor Street West, Toronto 5, Ontario. 


JAMES R. NAIRN, THOMAS CHATFIELD, 
Editor Art Director 
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